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INTRODUCTION

Research and interest in calling has continued

to grow substantially over the last decade,
however there is much that still needs to be
explored (Duffy, Dik, Douglass, England & Velez,
2018). An important first task in understanding
this construct was to properly define it. This
proved difficult as what calling means has not

been static throughout history (Baumeister,
1991: Hall & Chandler, 2005; Schuurman, 2004).

This study adds to two previous studies that
explored calling through open- ended
qguestions by examining a large sample

of generation Z college students and

compares these with findings about Millennials,

Generation X and Baby Boomers.

METHODS
295 Undergraduate students

 Two open-ended questions, with no limits on
length or time adopted from Hunter, Dik &
Banning’s 2010 study.

v Definition of calling: As it applies to your
career, how do you define the word
‘calling’?

v Scope: Does the word ‘calling’ apply to
areas of your life other than work? Please
explain.

* Coding and analysis of these responses

followed the same qualitative document
analysis that was used in two previous
studies - Qualitative Document Analysis
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RESULTS
Definition of calling (Sample Quotes)

« “Calling is what gives you life and meaning in your job. If you
are pursuing a calling you feel alive and challenged with your
work. You feel you are in the right place doing the best you
can do.”

 “Personally, "calling" means whatever you feel drawn to do or
naturally do as a person. For me, my calling is helping people,
which can be performed in many different career paths. |
recognize this as my calling because it is a natural strength of
mine that | have always had, | feel fulfilled....”

Scope (Sample Quotes)

‘| believe "calling" applies to anything that matches with
your passion and desires and values.”

 “It can apply to every aspect of life. Work is not the only or
main thing in life.”
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DISCUSSION

The results of this study added another dimension of understanding about calling
and provided further support that the meaning of calling, and its scope continues
evolving and change throughout generations in some areas where others remain
relatively consistent. The definition of a calling seems to remain stable at least in
the last two generations when considering the major themes. The most
significant finding pertains to the scope as the results suggest that Generation Z
overall feels that the term calling doesn’t apply beyond work domains as much as
previous generations. This is somewhat odd given that in general Calling has been
getting broader over time, going beyond its religious and occupational roots and
the “Yes Everything” theme growing over the previous 3 generations. We can only
speculate as to why at this point, but it may be the result of the specific
particularities of this generation often considered digital natives,

“technoholics,” multi-taskers, less focused, increased anxiety, and a group
reporting increased loneliness. Further study is needed to address the potential
causes of these changes as well as other differences seen across generations such
as the “Lifestyle/Character” theme shrinking over time.
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“The original GenY study listed themes and labels in order of frequency but did not specify the number of responses coded. In order to better compare across
generations, our team recoded these data, using the existing labels and themes. The consensus was that labels and themes matched the data well, but the specific order
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